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Course Description & Main Objectives 
Strategic management centers around the formulation and implementation of a company’s stra-

tegic goals. The starting point of the course is the question: “What is strategy?”. Against this back-

ground, you will receive insights into important fundamentals of strategic management and se-

lected methods of determining a company’s status quo. Considering classical approaches as well 

as current advancements, the course will teach how to develop strategies. Moreover, selected 

strategies will be discussed, namely digital strategies, diversification, and strategic alliances.  

 

 

Lectures Overview / Course Outline 
The course consists of a regular lecture and tutorial with a duration of 90 minutes each. The lec-

ture introduces central concepts, theories, and instruments of strategic management. The tutorial 

deepens students’ understanding of strategic management by applying these concepts, theories, 

and instruments to practice-related problems with the help of case studies. 
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I. Introduction 

1. What is Strategy?  

II. Fundamentals of Management 

2. Objectives, Goals, and Key Performance 

Indicators 

3. Management and Leadership 

III. Determining the Status Quo 

4. External Analysis – Selected Methods 

5. Internal Analysis – Selected Methods 

 

IV. Developing Strategies 

6. The Path to Strategy 

V. Selected Strategies 

7. Digital Strategies 

8. Diversification 

9. Strategic Alliances 

VI. Handling Difficulties in Management 

10. Management in Times of Crisis
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